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Goal 

SpongeBob is no longer just a TV character. He’s an icon — the Millennial 
Mickey Mouse. We want to reflect and leverage that in consumer 
products. 


The goal of this document is to provide a strategic framework that will 
guide the creative decisions necessary to ensure and expand SpongeBob’s 
evergreen status in consumer products. 


Property Summary 


For more than ten years, SpongeBob SquarePants has delighted kids around 
the world. Now in its second decade, the property continues to embody 
happiness with its unique combination of infectious optimism and 
unconventional, offbeat humor. 


In the underwater world of Bikini Bottom, SpongeBob SquarePants can 
usually be found grilling up Krabby Patties at The Krusty Krab, the finest 
eating establishment ever established for eating. But when the world’s 
most dedicated fry cook isn’t at work, you'll find him in his pineapple house 
with his pet snail, Gary. Or, along with best pal Patrick, stalking wild 
jellyfish, riding fishing hooks, even competing against a rock in a race. Other 
times you'll find him with his money-grubbing boss, Mr. Krabs, or working 
alongside his sourpuss neighbor, Squidward, or practicing kah-rah-tay with 
his squirrelly pal, Sandy Cheeks. No matter what he’s up to, SpongeBob’s 
eternally sunny outlook makes even the most ordinary day extraordinary! 


Creative Attributes 
What sets SpongeBob apart from competing licensed characters? 


SpongeBob IS... 


Funny: See Appendix for a full overview of SpongeBob humor 
Innocent: SpongeBob has a childlike view of the world, and never 
believes that anyone could have bad intentions. (“I bet if he had just 
ONE friend, he wouldn't be such a meanie!”) 

Optimistic: SoongeBob throws himself whole-heartedly into 
everything he does, truly believing that no matter what, it’Il all turn 
out for the best. (“Garbage? But Squidward, in the right hands this 
paper is a gold mine of entertainment, a spectacular afternoon of 
underwater fun!”) 

Relatable: SoongeBob works, he goes to school, he makes meals... he 
does things we all do. And he makes them look like a blast! (“Don't 
worry Mrs. Puff. I'll try harder next semester.”) 

Timeless: By not trying to keep up with the ever-changing headlines, 
SpongeBob stays relatable to everyone, from the very young, to the 
very old (who, by the way, SpongeBob considers our greatest natural 
resource!) (“A pen! One of the most permanent of writing 
utensils!”) 

Great Characters: All the inhabitants of Bikini Bottom have unique 
personalities brought to life through witty and memorable dialogue. 
(“This is perhaps the greatest day of my young life!” “I know a lot 
about head injuries.” “Welcome to the Krusty Krab where it’s almost 
like the evolutionary clock ticks backward.” “I don't pay you to 
breathe!” “You're 'bout as ugly as homemade soup.”) 

Vibrantly Yellow: SpongeBob is iconically (though not exclusively) 
yellow. 

Square: No other character in the history of forever has this shape 
cornered like SpongeBob. 


SpongeBob |S NOT... 


e Lifeless, Dull: SpongeBob is bright yellow, his surroundings are 
multihued, anchors are houses and clams sing. 

e Negative or Cynical: there's something positive to be found in the 
seemingly negative — i.e. a discarded gum wrapper is a goldmine of 
entertainment, cleaning litter from under a highway is a night-on- 
the-town event! 

e Elitist: SpongeBob is relatable: he works and sometimes has issues 
there, he goes to school and doesn’t do well on his tests. 

e Aware of Pop Culture/Parody: The use of SpongeBob characters to 
parody specific pop culture references or trends (like depicting 
SpongeBob as the Godfather, or placing SpongeBob and Patrick in a 
scene from Star Wars) goes against our property philosophy. 

e Cheap Laughs: leave the toilet humor in the bathroom. No fart sound 
chips, no whoopee cushions (but one that sounds like SpongeBob's 
laugh would be HILARIOUS!) 

e One-Dimensional: These aren’t just cleverly drawn characters. Every 
Bikini Bottom dweller has a personality and faces ‘real life’ situations 
we landlubbers can identify with! 


Creative Essence 
What essential, unique benefit should SpongeBob products provide to 
consumers? 


For kids of all ages, SoongeBob delivers a world of childlike happiness and 
laughter. 


World = immersive, relatable 

Childlike = innocent, oblivious to the “real world” 
Happiness = consistently OPTIMISTIC! 

Laughter = consistently FUNNY! 


Design Sensibility 


Our new design approach expands SpongeBob's world, deconstructing it 
and putting it back together in a variety of ways to speak to different 
demographics. 


The 2012 SpongeBob styleguide consists of four segments. Although each 
segment has a primary target, the demographic range can easily expand 
when a program justifies it. 


Epic Sponge 
(primary target: mass market, 
core audience) 


This segment, which provides the 
new core look for SpongeBob 
products, aims to put the viewer 
in an enhanced version of Bikini 
Bottom. The color palette is an 
amped up, ultra-saturated version 
of SpongeBob's natural world. 


Product applications for Epic 
Sponge should take the viewer 
into SpongeBob's world. 
Everything is "skinned" rather 
than applied — made to look like 
an object or scene from Bikini 
Bottom as opposed to a patch 
floating on a background. 


Textures, backgrounds and props 
from the show are put through a 
hyper-real filter and type is built 
into the environment, acting as a 
physical element in the 

space. The character poses feel 
like in-the-moment candid shots, 
interactions caught in passing. 


Beachy Keen 
(primary target: tween girls) 


This segment reimagines Bikini 
Bottom in analog. We avoid 
abstraction in favor of simplifying 
the characters and elements of 
the world. 


For product application, patches 
and vignettes give the feel of a 
souvenir of a moment, evoking 
nostalgia (contrast this with the 
sweeping statements of Epic 
Sponge). Pattern-driven 
applications, where characters are 
used as a design element, also 
work well for this style and demo. 


A hipster-ish vintage sensibility 
conveys innocence with a wink, 
evoking nostalgia and the sweet 
optimism of SpongeBob's 
character. Colors are off-key 
candy tones and textures are 
rendered ina dry brush style that 
feels hand-made and tactile. 


Nautical Nonsense 
(primary target: mid- 
tier/specialty, all demographics) 


This segment is the least focused 
on characters, instead building on 
concepts from SpongeBob's world, 
driven by show quotes and 
affirmations. Design capitalizes on 
and rewards insider knowledge of 
SpongeBob's world, speaking to all 
the different generations that love 
the show. 


Product drawn from this segment 
should use fabrics and tones to 
evoke the casual comfort of a 
possession that grows more 
beloved with age and wear. 


The look and typography take 
inspiration from SpongeBob's 
nautical roots, with a hand-made, 
weather-beaten, lived-in 
authenticity that originates in our 
historical ties to seafaring. 


Miami Nice 
(primary target: upstairs, adults) 


In this segment, elements from 
SpongeBob’s world are abstracted 
in a Pop Art graphic 

approach. Character art is further 
abstracted through use of a 
limited color palette that reflects 
current trends. 


LIKE A 
PISH 


The graphic approach of Miami 
Nice allows us to mirror classic 
fashion patterns that give 
SpongeBob relevance in a more 
sophisticated apparel space. 
These assets work well when 
applied to sophisticated 
silhouettes and higher-end 
apparel lines that speak to current 
trends in the adult-targeted 
market. 


Typography is clean and 
modernist, steering clear of the 
bouncing, "fun" type used for 
other demos. Essential 
SpongeBob humor comes to life 
through the juxtaposition of high- 
and lowbrow elements, for 
instance with very serious-looking 
type applied to ridiculous 
verbiage. 


Universal Product Guidelines 


All SpongeBob product should strive to reflect core essence and attributes 


by following these guiding principles. 


1. Reflect SoongeBob’s happiness, optimism and loving nature (via 
product design, exaggeratedly exuberant character art, upbeat 
verbiage, etc.) 

2. Incorporate the unexpected/silly/offbeat humor reflected in the 
show* 

a. Balance humor with restrained/sophisticated/clean design 
to create unexpected, fresh product that will stand out in a 
crowded marketplace and surprise even the most seasoned 


SpongeBob fan 


3. Leverage the creative breadth of SpongeBob and his world* 


a. Product should be uniquely inspired by Bikini Bottom’s 
iconic personalities, attitudes, relationships, actions, 
settings, and other defining attributes. 

b. Look to the treasure trove of episodes and characters to 
inspire product ideation 


4. When possible, design specifically for age and gender of target 
consumer in considering: 


Color palette 

Form factor 

Texture tactile experience 

Product assortment 

Product size 

Character art style 

Character mix 

Patterns 

Language/typography 

Styles/trends (apparel/soft goods) 

Fabric treatments & embellishments (apparel/soft goods) 
Story, style and content of humor (publishing, digital games) 


*See Appendix for detailed guidance 
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Targeted Strategies and Guides 


With core strategy in place, more specific creative strategies are needed to 
target distinct demographic opportunities. These targeted strategies and 
guides will adhere to core strategy while also focusing on property 
attributes that are uniquely appealing to the many demos that want 
SpongeBob: 


e Preschoolers (2-5) love SpongeBob’s physical humor and loving 
nature. 

e Kid/Tween Girls (6-12) love SpongeBob’s loving nature, kindness, 
can-do attitude and cute nerdiness, as well as the female characters 
from the show. 

e Kid/Tween Boys (6-12) love SpongeBob's physical and outrageous 
humor, his “best buds” relationship with Patrick, the comedic villains 
and many boy characters. 

e Teens/Adults (13+) love the two-level (kid/adult) humor of 
SpongeBob and his world. 
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Applied Examples of Guiding Principles 
The following product examples demonstrate the Guiding Principles “in 
action.” 


Plush Collection 

s e Reflects SoongeBob’s 
happiness and optimism 
through upbeat character 
expressions 

e Leverages the breadth of 
SpongeBob’s world by 
showcasing a wide cross- 
section of characters 


Calendar 

e Reflects SpongeBob's 
happiness and optimism 
through upbeat character 
expressions 

e Incorporates the 
unexpected/silly/offbeat 
humor of the show by using 
signature phrases 

e Leverages the breadth of 
Bikini Bottom by drawing 
inspiration from episodes 
and featuring a broad array 
of characters 
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is em Men's Sleepwear Set 

` e Incorporates the silly, 
offbeat humor of the show 
through verbiage 

e Leverages the breadth of 
Bikini Bottom by 
incorporating icons and 
phrases familiar to viewers 

e Designed specifically for 
Adult Men demographic 


Skateboard and Helmet 

e Incorporates the silly, 
offbeat humor of the show 
by showing SpongeBob in 
an extreme squash-and- 
stretch mode 

e Leverages the breadth of 
Bikini Bottom by featuring 
icons familiar to viewers 

e Designed specifically for Boy 
demographic 
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Heroic Heroes of the Deep Lego 


Set 


Backpack 

e Reflects SoongeBob’s 
happiness and optimism 
through upbeat, 
affectionate character 
expressions and poses 

e Incorporates the silly, 
offbeat humor of the show 
through verbiage 

e Designed specifically for Girl 
demographic 


Incorporates the silly, 
offbeat humor of the show 
by portraying SpongeBob 
and Patrick as non-standard 
super heroes 

Leverages the breadth of 
Bikini Bottom by featuring 
secondary character 
Plankton and referencing 
popular episode 

Designed specifically for Boy 
demographic 
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Pineapple Purse 

e Incorporates the silly, 
offbeat humor of the show 
by designing a functional 
and fashionable object to 
look like a fruit 

e Leverages the breadth of 
Bikini Bottom by featuring 
iconic pineapple 

e Designed specifically for 
Adult Women demographic 


Gary Slippers 

e Incorporates the silly, 
offbeat humor of the show 
by designing a functional 
object in the shape of 
SpongeBob’s pet snail 

e Leverages the breadth of 
Bikini Bottom by featuring a 
beloved secondary 
character 

e Designed specifically for Girl 
demographic 
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APPENDIX 


Creative Boundaries 
SpongeBob fans feel passionately that he is... 


ALWAYS... 
Optimistic 
Friendly 
Random 
Silly 
Nerdy (in a good way!) 
Relatable 
Immersive 
Youthful 
A cartoon 
Full of great lines 
Surrounded by his original set of 
friends and cohorts (more can be 
added later) 
Multi-layered (smart, cheeky humor 
for older viewers) 
Juxtaposed with light cynicism to give 
his positivity context 
An immersive world 


NEVER... 
Violent 
Monotonous 
Classy 


Too mature or sexy 

Referencing pop-culture or current 
events 

Hosting shows (e.g. SNL) 

In real-life locations (vs. the world of 
Bikini Bottom) 

Interacting with real people 
Revealing mysteries (ex. The Krabby 
Patty recipe) 

Creating spinoffs (The SpongeBob cast 
works best as a unit) 
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SpongeBob Guidelines for Pop-Culture Based Apparel 


The creator of SoongeBob SquarePants, Stephen Hillenburg, remains 
passionately engaged in all aspects of product development for this 
property. So as we work to more effectively compete in a T-shirt market 
heavily influenced by pop culture and parody, we have sought his guidance 
on how best to incorporate these references without compromising the 
essential innocence of the characters and the world he created. With his 
help we have developed the following guidelines which we ask you to 
follow as you develop T-shirt concepts: 


Some things never change: 


SpongeBob is the embodiment of happiness 

SpongeBob is funny, with an emphasis on unexpected/silly/offbeat 
humor 

Product should be uniquely inspired by Bikini Bottom’s iconic 
personalities, attitudes, relationships, actions, settings, etc. vs. 
“skinned” with SpongeBob 

We don’t go for cheap laughs. No toilet humor or lazy parody (e.g. 
recreating iconic imagery like the Godfather poster or the Abbey 
Road album with SpongeBob characters) 

The citizens of Bikini Bottom don’t know they’re on television or that 
they’re famous 

Anything that looks like a product, corporate or political 
endorsement is a no-go 

SpongeBob characters don’t support any cause or organization, 
regardless of how worthy (so no Americana, military, etc.) 


But this doesn’t mean SpongeBob can’t be on-trend! 


Use phrases that are appropriate to the individual character (H8TER 
is a phrase that works with Squidward’s personality, but would be 
out of character for Patrick or SoongeBob) 
o Ifa character wouldn’t say it, or it doesn’t reflect their 
personality, it doesn’t work 
o For verbiage that reflects a character’s personality but 
wouldn’t actually be spoken by that character, design should 
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not suggest that the words are being spoken by the character 
(for instance, on a shirt that reads, “that’s how I roll” and 
shows an image of Patrick falling off a tricycle, the design 
should not imply that Patrick is saying the line) 
e Find a way to put a Bikini Bottom twist on the language or scenario 
(Instead of “Got milk?” Mr. Krabs can be paired with “Got dough?”) 
e The copy and pose must maintain the innocence inherent in our 
characters 
e Be sensitive to the fine line between “edgy” and “inappropriate” 
o Anything that could be considered offensive by any individual 
or group needs to be avoided 
o Because SpongeBob is first and foremost a character for kids, 
avoid language and poses that are unsuitable for young 
audiences 


See following pages for visual examples. 
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SQUAREPANTS $ 


« Use phrases that are appropriate to the individual character (H8TER is + For verbiage that reflects a character's personality but wouldn’t 


a phrase that works with Squidward’s personality, but would be out of actually be spoken by that character, design should not suggest 
character for Patrick or SpongeBob) that the words are being spoken by the character 
o Ifacharacter wouldn't say it, or it doesn’t reflect their 
personality, it doesn’t work > 


SEY 


¢ For verbiage that reflects a character’s personality but wouldn't 
actually be spoken by that character, design should not suggest 
that the words are being spoken by the character 


23 


e For verbiage that reflects a character's personality but wouldn't 
actually be spoken by that character, design should not suggest 
that the words are being spoken by the character 
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Ty ry 7 7 ae 


« Find a way to put a Bikini Bottom twist on the language or scenario 
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lee Vy YT ae 


SQUAREPANTS 


« Find a way to put a Bikini Bottom twist on the language or scenario 


¢ The copy and pose must maintain the innocence inherent in our 
characters 
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Applying Creative Attributes to Narrative Content 


SpongeBob stories feature... 


Unconventional, surprising, outrageous humor 
The humor of SpongeBob SquarePants is character-driven, innocent, and 
appeals to children and adults, boys and girls. 

e His underwater world has a uniquely off-kilter internal logic. Clams 
sing, bubbles come to life as dancing hippos, jellyfish give jelly, and 
the ‘evil’ villain is often mistaken for a cockroach. 

e SpongeBob also features broad physical humor, from ripped pants to 
exposed pink, sponge-y brains. This style of humor is especially 
appealing to the core boy audience. 

e When in doubt, focus in on essential character traits and approved 
verbiage. The characters are funniest when they are most 
themselves. 


SpongeBob’s innocence, optimism and enthusiasm 
Much of the humor of SpongeBob (the character) derives from the whole- 
hearted and unconventional way he dives into every situation and 
approaches every obstacle: 
e His view of the world is childlike (in his hands, an empty box becomes 
a playground for imaginaaation) 
e He never does anything by half measures 
e He’s easily swayed by authority, yet his essential innocence always 
protects him from doing anything truly harmful 


A happy ending (happy for SpongeBob, at least) 
Because SpongeBob isn’t playing with the same rulebook as everyone else, 
he always wins, even if the victory looks an awful lot like defeat from the 
outside: 
e Failing his boating test yet again just means he gets to spend another 
year in his favorite teacher’s classroom 
e Having to work a 24-hour day is cause for celebration: now there's 
time to mop the ceiling! 


SpongeBob stories DO NOT feature: 
e Toilet humor 
e Parody 
e SpongeBob being aware of his celebrity 
e Fish and other sea creatures being harmed in any way (e.g. eaten, 


hooked, put in tanks, etc.). They're the "people" in SpongeBob's 
world. 
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Nickelodeon Standards for Using SpongeBob 


e DO show characters in their own world or on a generic 
background/pattern from the style guide. 

e DO handle serious issues with care 

e DO speak to kids at “eye level” 

e DO show characters using appropriate safety gear. Include 
appropriate advisories, both audio and visual. 

e DO reflect the intellectual and emotional maturity of the audience 

e DO NOT have characters “sell” or endorse products 

e DO NOT have characters address the audience 

e DO NOT show product in SpongeBob’s world 

e DO NOT show characters interacting with product 

e DO NOT have characters interact with, or respond to, the actor’s (or 
announcer’s) voice in TV commercials 

e DO NOT portray SpongeBob as knowing that he’s on a show or that 
he’s a Star. 

e DO NOT depict characters as being aware of anything from “our” 
world 

e DO NOT feature parodies and pop culture fads 

e DO NOT sell anything as a “real” Krabby Patty 

e DO NOT take political stances 

e DO NOT employ negative stereotypes 

e DO NOT imply that buying a product will make kids popular or “cool” 

e DO NOT exert pressure. No “hurry in” or “buy today” 

e DO NOT feature gross jokes, toilet humor or offensive language 

e DO NOT show characters in dangerous situations 

e DO NOT show products inappropriate for use by children 
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In addition... 


SpongeBob characters should not act as a spokesperson for any product, 
service or entertainment venue (including movies, television series, theme 
parks, etc.). 


SpongeBob characters cannot be used to support any cause or 
organization, regardless of how worthy, because to favor one cause or 
organization would be giving preference over all the others that have or 
may request support. 


SpongeBob characters should not be used for promotions, licenses, etc. of 
companies or products that harm the environment or the planet, its 
oceans, land and air. 


SpongeBob licenses for food or other products should not be made from or 
contain fish, shellfish, sea animals, shells, or dried sea animals. 


SpongeBob characters should not be used in licenses or to directly promote 
beef or other meat products. Translation: SoongeBob should not be 
licensed to promote burgers or frozen meat for example but can be used as 
a gift or toy for kids with their meals (a la Burger King Kids Meals). This 
example of usage is not actively selling the beef or meal but is seen as a 
property promotion. Also, Krabby Patties should never be licensed as a 
product as related to beef, chicken, fish or other related foods. For example 
a Krabby Patty shaped gummy is fine but a Krabby Patty fish stick would not 
be. 


SpongeBob characters does not support or become involved in any political 
or religious organization, campaign, dispute or cause. Translation: 
SpongeBob should never be endorsing a candidate (nor making fun or 
mocking a campaign). Nor does this mean SpongeBob should be making 
political statements of any nature, for example being anti-war, pro-gun or 
anything related. These ideas are not only foreign to the character but also 
contrary to Nickelodeon Standards and a kids world. However, SpongeBob 
can be applied to Americana or patriotic designs as long as these graphics 
are subscribing to the guideline above. 
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SpongeBob and characters can be aware of our world and/or placed ina 
photographic environment that is identifiable. Translation: SoongeBob 
characters can now be designed in places and situations that are 
identifiable such as by the Eiffel Tower, in a ‘real’ office, in NYC, or 
waterskiing in Hawaii. Or Patrick can be by the Statue of Liberty BUT should 
not be saying “NYC is #1” (as that would present him as a spokesperson). 
SpongeBob and characters should not be designed in the context of parody. 
This includes popular slogans, real world situations and events, or situations 
from movies, pop culture or the like. 
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